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• A study investigated the effects of local (momentary) 
and global (whole program) involvement i^ program context and the. 
effects of message complexity on the retention of television 
commercials. Sixteen commercials, categorized as simple video/simple 
audio through complex video/complex audio were edited into two 
globally high- ar}d two globally low-involving, programs . Local 
involvement was varied withijn each of the four programs. Sixty-nine 
male and f'emale undergraduate students viewed the programs and 
commercials and were asked to recall as majiy as possible of the 
commercials they had just seen. The. subjects were then given a 
recognition test on which they indicated the producjt ^categories for 
which they had *een commercials and listed the brand *names. Attitudes 
toward the commercials and televis/ion viewing behavior and 
demographics were also ascertained. The results indicated that recall 
and recognition of the commercial's was^lower for globally 
high-involving programs. Lp*cal involvement resulted in mixed memory 
effects. Audio complexity aided recalls and the effect was enhanced 
by the presence" of video, complexity. No attitude effects were found. 
(HTH) 
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Thin itu.ly rx.iHtlurri I lie el I n t ft of vlcwci u' ^lnhal nu<! aDmen titty ( hx »1 ) 

# 

Involvement 1 tt television piogt.nn't, and the audio and video comjilrxl t y of < otmnei 
t „ 
\ ilaln or < it i i I \\\\ ttt t tt A |)tM(ii,imM , on mrraol y and nt I 1 1 ndp» I own I'd t he coramcu lain 

7 ' t ' 

^ nod nx\ voi t I neri p i t>i|«ii ( it . Sixteen enmtne rr 1 a 1 n r nt e|t,ni 1 soil aa nlmpl© video filmph* 

. audio, intnplex video a 1 tuple audio, almplr video < omjilpn audio, complex virion ■ 

c oapd en ■ and I o uric edited into two p v lnhally and two globally low luvolv^tg 

prog taunt, local 1 nvnl vnncut w.t it v.tfleri w 1 t tt t ft each of the. fotir pt o^t «m« . 

Recall and i <»< ngnl t Inn of the pommel r lain wart lowei for ^lohally Mj»K- involving 

progi.imn. I.utiil Involvement ltad mixed memory effect*. Audio conplexlLy ulried 

retail and t he e f f e< t wit r ■ e i tint u< eri hy t he proiionco of video complexity. Ho n t t I 

tnrie effeitn writf found. The i rnul t h are ri 1 ftninfteri In termn of how program 

t 

Involvement may it I [ <>i t vlrwei p I o» <• it it 1 ur of commercial*. 
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Commercial Complexity and Local and <;)ohnl 
. Involvement In Programs: Effects nn Viewer- Renpttnoes 

In maximizing t he o f f ec t I venoss oV 'te I evl slon advert I expenditures, thf 

effect that programming context may have on commercial performance In often 

* » ♦ 

overlooked. Particularly In spot purchases, there la little consideration for 

the programming content Itaelf, evey though this context la likely* to Influence 

1 i 

vthe communication effectiveness of commercials. 

Al thongj me<fls buyers largely Ignnre the effects of program environment on 
mesnsge processing, t ha Idea that It makes a difference la not new* Over the 
year a „ ntsnerous stud lea have analysed the Influence of program envlrnnment nn 
embedded messsges, and moat of the findings, both from experimental and survey 
studies, Indicate that commercials are Indeed effected by their program environ 
ment (Bryant k Comlsky, 1978 ; Cannon, 1982; Horn & McKwen, 1977; Ke^dy, 1971; 
Krugman, 1981; Usch, 1981} Papstlsn, 1981; Prlemer, 1981; Soldow & Principe, 
1981; ¥uspeh, 1977). 

Kuch of the literature on the effects of programming Involvement hss been 
based on one or both of two aaaumptlona about consumer processing. The, first I 
that when vlewere sre Involved In program content, they will apend more pro- 
cessing capacity organ! ring and rehearalng thoughts shout {he programming 
during Intervening •*mmerclals. As a reault, the commerclsl messages will he 
less thoroughly prncessed snd more poorly recalled and recognl/ed. 

A second explsnstlon for programming effects was articulated by Axelrod 
(1961^. m He argtied t ha i when viewers are Involved with a program, they will 
experience a feeling of Irritation when the program Is Interrupted, snd It ts 
•the Irritation Itself that Interferes with proceaalng and henee remembering of 
commercial messagea. 
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Before looking In detail at research that fias tested these Ideas, the cpn- 

/.< 0 ■ ' . 

cept of Involvement with television programing must be examined.* Four main 

x » - * \ 

operational definitions have appeared In the literature. # 

< 4 ' ' , . v . • 

Da f 1 n 1 iyt I n vo 1 v e rne n t > , 

*. < . 

Ffrat la the degree to wtitcji programming fa liked. Leach fl 981) for 
• r 

example, had subject* rate program liking and f correlated this measure with 



recall. ^Hle found that higher retail pcorea were aaao^tated with commerctala 

'that had appedred In better liked programs. r * 

* • • • 

Second la the degreu to which subject* are intereatad In story llnea. Using 

4 J 

thla definition, Krugman (1983) hypothesized that interest In a program would 
have a positive Influence! on commercial ef f ec t 1 vcneas because the "momentum of 
aroused Interest carjrLirt over (from the program to the commercial message.).** To 
test thf hypothesis, Krugman correlated ' the differences in viewers* pre~end 



post-viewing attitude qc*ree toward the^Jeneral Electric Company and rated 
interest In programs sponsored by Gf, institutional advertising. He found more 
positive change aaaoclated wltVlmore Interesting progrsms • f 

Third la the degree to which programming Is suspaneeful. Kennedy (1971) 
theorized that viewers of suapcnseful programs experience a greater desire for 
"Closure," that is, having the viewing experience be a whole pattern. ,< 

Similarly, Soldow and Principe (1981) measured Involvement as subjects* rsn(~ / 

\ 

ordering of crime n«d adventure programa In terms of* suspense. Both H studies % 

V / T ■ 

found lower recall of commerctala embedded In more auspenseful programming. 1 

) 

Fojirfch la over-t Ime'measures of Involvement* two of which were Introduced 
by Brysnt and Comtsky (197B). They first measured Involvement in terms of the 

/ 

frequency of errors atihjerts made In detecting a tnne durtrfg viewing of programs 
(more errors Indexed higher Involvement.) The second measure was an Indicator 
from subjects of how "absorbing" each minute of the prngrSm was.*/Afiatn the 
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result was lower r«c»U of commercfls 1 s embedded in tho mo»t Involving program 
segments. • * " " v» i 

As csn be seen, many stimulus dimensions necm relevant to the notion of 
Involvement wl th* programming . To avoid tsklng too narrow in approach to opera- 
tional IMnu r%e concept, the present study departed ffcrm previous approaches and. 
determined programming Involveptnt by asking pte^cst subjects to 1 rate for each 
progrsm segment how Involved they were with the progrsm. This measure, while s 

simple one, was designed to allow subjects to decide for themselves what the 

t 

Involvement concept mesnt snd thereby to Include a number of djfferont dlmen-o 

i* * * * 
slons stich as Vipenie f ul i£ Interest tng, M "liked," "chel lenglng, " snd so on. 

Lo cal snd Clobsl Involvement 

It ssiems obvious that programming will not creste s constant level of 
Involvement for the vlewor. Indeod, commercial Interrupt tons often seem 
designed to occur In programa'at^peaks of ac^Itfn, suspense, or Interest. Only 
one study Jims examined both global (w^o4e, program) and local (momentary) 
Involvement effects. Brysnt snd Com! sky < 1 9*7 8 ) showed that memory for a commer- 
cial was best .after the resolution of a story, less strong before either cllmsx 

/ • 

or resolution snd lesst sfter climax and before resolution. They argued, then, 
that both global and local Involvement levels sffect memo^l^ 
Commerc lal Structure 

While the Idea that the ntructure of a commercial message will affect vlewor 
memory snd liking for It In not new (Lesvltt, 1968; Percy * Rosslter, 1983; 
Rosslter & Percy, I960), this variable haft not received attention In the lttera- 
ture on program involvement. As an explorstory step, the present study there- 
fore manipulated two structural vsrtstrles that have been we 1 1 - reses rched In the 
television effects llt-eraturei video and audio complexity. Video complexity wss*^ 
measure^ In trrms of the occurrence j*t etita, dissolves, room- Ins snd-outs, pans, 
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person and object Movement mid scene cftangea (Thorson, Reeves, 47 Schleuder,* Q 

1985; Watt 4 Welch 196)). Audio complexity was measured In terns of gramma 1 1 ca 1 

complexity ftnd the number of ideas present per uut^t time (Brltton, Westbook, h 

Hoidrodge, 1978;* KtnMfch, 1974; Klntsch & va*h 1)1 Jk, 1978). 

» 

Dependent Heanu res • 

There hiive been three cntcgorten of viewer response messured In the program 
» • 
Involvement literature. The ft rut Is memory. Kennedy (1971) showed poorer 

* * * 

recall of commercials in suspenseful programming than In a comedy. Soldow and 

* i 

Principe (1981) showed less recall of brand names arid ..1 ea messages in s 
, suspenseful show "( Baret ta ) thin In a family situation comedy ( Brady Bunch )* 

* Finally , ..Bryant and Comlsky ( 1978) showed poorer commercial reesll during. more 
"involving* 4 segments of an action adventure program ( Bsnacek ) . 

A second measure haa been attltudlnsl. Both Soldow and Principe (1978) .and 
Kennedy (1971) failed to find programming context effects on liking for products 
or sds. 

Finally, four studies hsve examined effects on purchase Intent (Yuepeh, 
1977; Kennedy, 1971; Bryant & Comlsky, 1978; Soldow 4 Prlncie, 1981). Only 
Soldow and Principe (1981) found significant effects, and here agalrt, higher 
Involvement in programming had negative effects on the dependent measure. 

4 

Design F laws in_ the U terature 

As csn be seen, significant quest Ions remain to be ssked sbout program con- 
text effects. In addition, however, to problems of defining program Involve- 

m 

ment, distinguishing locsl and global Involvement effects* and Isck of attention 
to the effects of commercial structure themselves, previous studies have euf- 
fered'from two major design flsws. First, none of the atudlea hsve sampled 
Instances of high -and low-involving programs. Bather, they have used unique,, 
„ single lnstsnros of programs and sttempted to genera 1 ir. e^ from them. This leaves 



ERIC ' 



observed effects open to the possibility of having/been produced by the programs 
themselves, rather than by Involvement proccssyf per se (Jackson & Jacobs, 
1983). 

Second, none of the studies have both samples' commercials and counter- * * 

balanced their order of presentation in the test programming. Without such a 

aanlpulst Ion, results cannot be attributed to processes Independent of the possl- 

. blllty that unique messages or unique message/order combinations are producing 

$ * ■ * 

the effects. X 
The Present Study 

The study reported here was designed to correct some of the deficiencies In 
previous research and to explore some^new questions. Based on the literature 
cited above and on the two assumptions sbout how program context might affect 
commercials, eight hypotheses were formulated. 
Hypo the sea 

The first three hypotheses concern the effects of global and local program 
Involvement, on memory for commercials. 

Hypothesis 1 * 

. v y * 

Subjects will hsve lower memory scores for evmntepclsls occurring 
In s globally high-involvement program than for commercials 
in s globally low-Invol vement program. 
Hypothesis 2 ^"w 

Subjects will hsve lower memory, score's for commercials that 
are placed In a locally high- 1 revolvement position in a program 
than for commercials p.laced in a locally low-Involvement position* 
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lx>cal program Involvement effects will b« of greater magnitude \ 

In globally hfgh-jliivol ving program* th*jn In low-invo-jvtng ones. 

The fourth' nn<l* filth' hyporbese* co^cern'th* ef feet* of message /omplexity 

Memory scores. Agfiln, given previous research on message complexity (Wa£t^ * 

Welch, 1981; UatO Krul t , h 1970) and* the *wo aexumpt I om about the effects of 

progrim context It Is hype the 8-1 zed thatt 

Hypo t hesis A * ' 

* Audio .and video complex commercials will be less well 

4 ~ 
remote red than audio and video simple commercials. 

Hypo thee I s 5 

The detrimental effects of audio and video complexity * 

J ' vi • . 

will be enhanced when commercials occur during globally 

h 1 p,h - 1 nvol vomrnt programs . ^ ' , 

Given the asnumptlon that viewers who are Involved in a program will 

experience negative feelings when the program Is Interrupted for a commercial 

message, the oxpecf^flon here is that the following conditions will lead to moj 

negative feelings about watching the commercial and advertised product* Tnust, 

Hy po t hen I s 6 

Subjects will have more negative attitudes towarde commercials \ 
and products advertised that shown In a globally high-* * / 

# * r * ^ 1 ? , 

involvement program, than for commercials and prpduefs adjver.ttse^ ' » 

% * . \ • 

in a globally 1 ow- 1 nvo 1 vement program * '* * 

/ * ' 

Hypot hesis 7 t , N 

Subjects will have more negative attitudes towarda commercials 

^ and products advertised In a locally high-Involving position** 

if % 

than when those are placed In a locally 1 owt nvol vement poslVlon* . 



. Subjects will have more negative attitude* £0 wards c.djimercfals . * 

. r, mnd product i placed in a locally htyh- Involvement position - * -. 
. 4." . of a glohslly high-lnvolvorpent program than towards commercials ' \ 
» placed In a locally 1 ov~l revolvement pos! 1 Ion. within a globally 

higti involvement programv ^ 

, ■ . »■*:.-• 

The eight Hypotheses were tested In an experiment. where subjects viewed 16 "• 
commercials varying -^n audio and video complexity, and embedded ttt four programs, 
two globally high-in>pl vinj >nd two globally low-lnvolvlngC' Local program " 

involvement was varied within each^&f rhe four, programs. ♦ 

r. " ' " ' ■ '''"•< ,,: ' 

• - " • - 

JHethqd r -' 

Sel ection o f programming - „ . ". f». 

Tive television progrsms. ( little House on <he fjfeirlc , A*Team, Inside M - 

s - V' 1 " ■' . '■' T 

Bus I Ties s ; and Wild America ) and one movie segment ( pressed to Ki ll) were * 
edited doWn to 11-minute "programs," Thirty-three pretest subjects viewed* one of 
two randomised orders of the programs snd then answered- four questions about* ^ 
esch segment on a five-point seals ranging from strongly agree (1) t^o strongly 
disagree ( 5) . « ' \ ' ' 

';^> ■ ; . " v "-*V 

1. This program was thought provok 1 ng t "t t made me think what would " 
happen nextl " " k " ^ 

2. While Viewing this segment, t felt aome of the tame thing*.' tW 
characters were feeilng-:a\ times. / 

3. I found this program *ogftent vjjgtt^xc It Inju V .* 

4. 1 never got Involved vft this pn^rTam ss 'l- rfo wtien t **m matching 

k ■ a similar show on television. (Scale reversed) V ^ " * V 

Oa the .basis of mesn>-atin^s on the four qnerr^ob's, four program* wer a selected • 

4 ■•• / ■ f ■ \ j "* J ' . _K 

for the experiment j high involving* Prett yyT to K Ut. (X - 2*3) ; fc°l Ifrjjjpifr « (X 
" ■* • . ' o *T 

- 2.4) and Jow involving: VI Id America (X jnaifo jMaJjw if, <TT, «• 3;4)* 



Select Io n o t /'<wmcrr I rt I n - • ■ 

• Sixteen,' cqmmerc, la 1 s previously used In an experiment conducted by Thorson, 
RecvesJl <ind -Sableuder. (1985) were Included* tn the v pf/esunt study-. The cornier- 
cUL| fepresen fetl t\£ ^nctorlal combination of simple and complex audio Irifor- 
matlon and tw^ levels pf virtual complexity (simple visual/simply audio, simple 
vlaual/coraplax audio, complex visual/simple audio, and complex visus 1/compltx 
audio)* The aejectlon method for theae 16 measage units waa a two-itep process 
First , 4T36 commerc lala were coded for video and audio structural complexity 
Then, t{te eight (Commercials Jud^d t^p be the moat representative of the* four 
complexity categories were pr.ejpented In random order to 53 preheat subjects. 

V ' 

Eighteen of the subjects only watched the 32 commercials, 19 only listened, and 
16 both watched and listened. Subjects used magnitude scaling (Stevens, 1972) 
to estimate ynJt complexity on a 100-polnt scale. Before rating the 40 meaaa- 

f 

ges, subjects vltwed or listened to snch6re* A commercial depleting a man 
sltHng in a chslr snd discussing at a rapid pace frozen vegetables waa thejfcsV 
video simple/audio, complex snchor. Subjects were told that the video portion o 
this message unit would be rated a 10 and the audio portions 100. Three other 
anchora representing simple/simple, complex/a lmple , and com^^(/com\>lex ratlnga 
were ahown. On the baa la of the subject a' ratlnga, four meaaage unlta per 

complexity level 'were a^lect^d* , - 

* * 
Local Po sitioning of the Comjnexctnls \ 

Culded by Bryant and^ml^ ( 1 978)^resesrch, progrsm segments were 

edited x to provide a hlgh-lnvol vement position ( pre-resolut Ion) between the 10th 

and 12th minute, and a low involvement position between the 5th sn<J 6th minute 

(pre-cl Imsx) . • K 

Subjects 

# 

Forty-four female and 25 nalj* und^rgraduatea at a large mldwea^rn 



from Introd 



university participated In the experiment. They were recruited from Introduc- 

V 



tory emaa communication coitraoa~and were given claaa credit for their pur- ^ \ 



lie I put Ion. 
AppaVatua 



: U-Matftc vldeotar 



A JVC U-Mattlc videotape, player and 4 JVC 19" color television set wcy^ used 

* » » , " . «; 

to ehow ttie exper lmenta 1 materlala. • 

■ n ■ 

Materlala * * 

y • 

Tha sixteen teat coanerclali were' embedded In the four program acgmenta. In 
each aegment, blocka of' two commercial a were embedded ll locally hlgh-ahd low- 
lnvolv.ement poeltjona.* There wera tlx counterbalanced ordera of^the four 
* ptogrtfma and the 16 commerciala. 
Ptelgn , 

A 2 (global program Involvement) x 2 (local program Involvement) x*2 (video 

n 

complexity) t 2 (audio complexity) repeated ajeaourea dealgn .waa used. Each aub- 
joct Viewed the two ttfgh and the two low Involvement prpgraraa, *e wol^ aa all 16 
c omme r c I a 1 a . 

Procedure » 

Subjmcta were randomly aaalgned to one of the program ordera, and teated lb 

groupa of one te aeven. 

Before the atart of the experiment, the aubjectfl 4ffa told that they would . 

participate In a televlalon viewing atudy. To-' avoid aenal tliat lon t no mention 

m 

waa made that commerc lala were embedded In the programming'* Subjecta were to^l 

thrft t t hey were going to watch four 15-mlnute televlalon end movl4 aegmente. 

. Subjecta were lnatfucted not to tint during the experiment and to lay normal 

attention to the tegmenta. The expfrNejfnter remained In the teatlng room during 

p 

viewing and teatlng. 

■ 

After the 60-mlnute viewing aeaalon, the etibjecta were Instructed to count 

backwarda by aevene* atartlng at 5000. Tbia waa done to clear the eubjecta' 

t 

abort tjrm memory of tracea of the laat block of commerclala . • 
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*\ m ' *f 

V . After about three minute's, jiuMacts were nuked to recall ■■ many ■■ possible 

i » • . / * 

* of Hie commercial a they had Just «<?en. After the recall test each subject vns . 

* ' ' "fj " • . 
given a rsfegnltlon test on*whlch tlmy first had to Indicate for which of twenty 

/ » " 

* ^ ltated product categories (16 targeted anil 4 foil commercials) they hid seen a' • 

. commercial. They were also asked to list e brand nama for eech recognised pro J 

m 

duct category. Next, they were given an attitude queat lonnrl r"e on which they 

* had to Indicate on a 10-polVt acslet ^ 

a 

a. liking of advertised product; » 
* b. liking of commercial; \ '* 

" c. attitude toward the advertised brand; %t > 

, d» intention to buy the ndvertlaed brand. ' * 

Finally, there were questions aooot general television viewing behavior, n 



wall as gender, age, and field of study* Subjects were .#1 so asked to tndi 

» 

whether they had previously seen sny of the commercials or program segments an<f 

J* 

aa a manipulation check, to rate the global and local Involvement levels of the** 



programs * themselves . Upon completion of the quest ioqpsl^e , the subjects w^re 
thanked for their participation and ssked not to discuss the experiment with 
other class members* 

Kesul it 

Subject protocols were Initially checked to determine whether any of the 

a 

priogram aegmenta or commerclala had been seen before* Since tyivlng 'Been the 

v > I 

commercials before would provide unfair memory advantage, any commercial 



reported aa aeen before, by a subject waa eliminated {rosj'hls/hef protocol • Jlut fc 
atnee previously seen program segments were not reported by sub jscTe ss stgnift- 
cantly differently Involving than previously unseen segments, mil program 
segments were maintained and "program seen before" wga^added as s variable in 
t^e snalyaea of variance* 

Eliminating commercials that had been aeen before lowered the number of sub- 
jects In snalyaea where the 16 commercials were divided into four complexity 
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levels and the /four complexity levels into Klfih mid low looaj hrvol vemeut posl- 
tlona (hbnce dipping the nUmber of Commerc la 1 * in each category to tj*©)* The 



d^ n 



reault wan Insufficient data to allow for a Irani t aneoua statistical oxamtnatton 
of local and global involvemout and commercial complex 1 1 y . Instead, two 
separate analyees of variance (snova») were performed. The first was a throe- 
way teat! Seen Segment x Global' lnvol<£*jcnt * t.ocaji Involvement (n - 61), aub- 
sequent ly referred to *■ the p osit lonln g a,nova. The aecoud was a four-way test: 
Seen Segment x Global Involvement x Video Complexity x Au<H6 Complexity, 
referred to as the co mplexity* anova. ^ ^ 

A eeco^f ■Vnlpul at lon-choc\lng procedure concerned who the/ the subjects 
would verify the categorisation of the program segments a* Yitfth and low 1 
involving, and whathef' would perceive the wl thih-program involvement dlf~ 

ferences tWat had been detived by intuition. On a scale from 1 (low) to 10 

/ ♦ 

(high), the two high Involving programs were Indeed rated higher then the low 

Involving programs. The mean scores weret 

p ressed t o Kill 0.32 
tittle I Jona e on dhe PraUj^e 7 .46 

Wild A merica 

Inside final no a • 4.03 

^ - -7 \ * 

> T-lVsts showed that both the high- involvement programs were rated significantly 
higher (p <.0N) than both the low involvement programs. * 

The manipulation of local Involvement, however, was only partially success- 
ful. While locally high and low positions within high Invo) veme*nt programs were 
rated ss significantly different, there was no difference between the rating of 
the high and low Involvement Scenes In the globally 1 ow- I nvo Iv Ing programs. 
This result must be tsken Into consideration when Interpreting the effects of 
local Involvement. 

Turning »o tlir main nnnly.^s, recall and r*>cognl 1 1 nnSBj^rn^ttr t «nd rec.ll 
and recognition of both produr t and brnnd were analyzed 'lepar.tely , e.ch 
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variable lit but h the romplnxlty snd the pns It ton lug snovsst Figure 1 shows the 
effects of global nnd local program Involvement on recall, of product Ant) recall 
of both produrt And brand name. Figure 2 shows their effects on recognition 
(positioning auovaa) . Figures 1 snd 4 show the effects of glebal Involvement 
and video snd audio complexity on product rersll snd both product *t)d Wand * 
recsll (complexity nitovaa?. Figure a *) snd 6 a how J. he selects of global 
fnvolvenent And video And Audio complexity on recognition of product category 
and both product cAtegory And brAud iiAme recognition (complexity siiovsa) . . 
Globaj Involvement 

Hypothesis 1 suggested t ha t commercials located In globslly high-Involving 
programs would be less well recalled snd recognized than those loosted in glo- 
bslly low Involving programs. Figure 1 show J this hypotheses was Supported In 

the recall results. Product recall was higher In low-lnvol vsmen t programs (T f t 

■ • \ 

•481) than In high- Invol vement programs (x* - .361). Brand rscall in low 
Involvement programs was higher (x - .42/) thsn In hi gh- I nvol vement programs (7 
- .342). 



Insert Figure 1 about here 



Hypothesis 1 wss slso supported by the recognition results (Figure 2). Htgh- 

lnvol vement programs produced lower product (x » .688) snd brand ()T *• .4 77) 

recognition thsn did low-Involvement programs (product recognition? « .772; 
brsnd recognition jT - 



Insert Figure 2 sbotit here 



Turning to, the complexity snslyses of variance, wjilch had fewer degreea of 
freedom* the glob*) Involvement effert remained significant for produrt recall* 



- n - 

(Figure 1) am! became marginally significant for hrand recall (Figure A). 
Global Involvement did not produce sign! f leant main effect* for product recogni- 
tion or brand recognition and !■ therefore not shown In Flfturc 5. 



t 



, Insert Figures 1, 4, und * nbout here * 

In general! then, there was ample support for the notion that cumnrnrclala 
Occurring in globally htgh-lnvol vlng programa were leaa well rememhercd than when 
they occurred In globally lower- Involving proprawa . „ 
l.oc sl Involvement 

Hypothesis 2 suggested that„ commerc 1 a 1 * placed In locally high-Involving 
positions tn programs would be rfeas wel 1« remembered than commercials placed In 
locslly low-Involving positions. Hypothesis 3 auggeatod the local Involvement 
effect would show an enhanced effect In globally hlfth-Involvlng programs . It 
should be kept tn mind, of course^ that the local involvement manipulation In 
globslly. 1 ow- 1 nvol v 1 ng programs remain! questionable. 

Figure 1 shows thst neither product nor brand recall ahowed significant^ 
main effects of local program Involvement. Figure 2 shows the aame lactf of 
effect for recognition. Ttiue, Hypothesis 2 won not supported.} 

Hypothesis 3 waa supported by both product and brand recall In the global 
high Involvement condition. For the low-Involvement condition, however, the 
relation was reveNedt high local Involvement produced higher recall than did 
low local Involvement (the Interaction between local and global Involvement, was 
significant for both recall measures)* 

Although tn* Interaction of global mnd local involvement sre countering 
tuttlve, It waa reflected almoat exactly ln*the recognition measures (Figure 2)* 

For product recognition, high loflal Involvement produced high accuracy whtn glo- 

ft 
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bill Involvement waa low, mid low accuracy . when global Involvement was high. The 
ease renult held for brand recognition, with the addition that local Involvement 
had a marginally significant effort (£<.)0). Hie direction of that effect was 
the oppoalte from that predicted by Hypotheals 1* l.ocal high-Involvement 
programming produced bettsf brand recognition (x « .542) than did local low- 
Involvement programming (x «■ .495). 

The picture, then, for local Involvement effect! wss Inconsistent with that 
hypothesized, but the results were consistent scroas the four- memory measures. 

Having seen the prjogram segments previously had only one affect on memory. 
Figure I shows t^at for product recall, programs aoen Interacted significantly 
with local involvement. For subjects who had aeen the programming previoualy, 
high local Involvement produced constatently better product recall than did low 
local ipvolvemont. V 
Audio a nd Video Coiaji 1 ejt I tj£ 

Hypotheala 4 snggnated that both audio and video complexity In commercials 7 
would reault In weaker remembering. Hypothesis 5 suggested this rssult would be 
enhsnced when the commercials occurred In global 1 y nigh- Involving programs. 

As can be aeen In Figures 1-6, audio complexity haS%^tSlgnl f leant main 

affect on product and brand recall and product recognition. It did not have a 

Significant effect on brand recognition. The dlrectlona of the effecta were, 
9 m 

however, generally contrary to the prediction. Audio Complex commercial were 

better recalled than audio *etmple ones (Ftgttrea 1 and 4). But audio complex 

commerclala were )eaa accurat<^y recognised than simple ones (Figure 5). 

f 

Alao aa ahowri In Figures video complexity did not hsve s significant 

affect, except on product recognition (see figure *>) where ( aa predicted, the 
video complex commercials produced poorer memory (x ■ .704) than the simple ones 
(x • .1120). There waa, however, no other significant indication that video 
complexity harmed memory. 
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9 Insert Figure 6 sbout here 

4 

Also unpredlcted wai the .fact that audio and video complexity produced 
Interactive effects on memory for ell neaurea except 'triad recognition. Aa can 
be seen. In the analyses of variance reported In Figures 1-5, the Interaction! 
were Complex. In genersl, however, it appeared thst when commercials were video 
simple, sudlo complexity had little effect. But when commercials were video , 

jcomplex, ihoss thst wsrs alto audio complex generally showed higher memory 
scores Chan thoae that were audio simple (see^ Figures 3, 4, end 6). 

In garter «1 then, while commercial complexity had significant effects, they 
: were mors compltcstsd thsn was hypothesized. Furthermore, complexity did not 
I Intersct as hypothesised with global Involvement. For product recall (Figure 3) 

^apd prodummf>recognl t Ion (Figure 5), there were [no interactions of global Involve- 
ment end complexity. For brsnd recall (Figure \) , Involvement *nd audio 
complexity lntersctsd marginally with having seen the progrsma before. For sub- 
jects who had seen the programs before, low Involvement program»'*ahowod marked 
stullo complexity effects. For brand recognition, audio complexity slid global 
Involvement interacted (Figure 6). In low-Involvement progrsms, sudlo complexity 
had little effect on memory, but for high- Involvement programs, audio ComplmYx 
commercials were better remembered than audlo^slmple commorstal^. Thus, neither 
Hypotheals 4 nor Hypothesis 5 were supported. 
Attitude Resujts 

Subjects' attitudes about the commercial* and the products they advertised 
^ were tested wfth two procedures. First, free recall protocols were content 4 " 

snslysed for positive and negstlve opinion ststements sbout commercials or pro- 
" ducts. Two observers content analysed the protocols, producing an Intercoder 



is 

erJc , 



reliability acure of .AO. flocond, after memory testing, aubjecta wore aaked to 
indicate on a 10-polnt seal* their: 

" liking of each advertised product; 

- liking of each ronnnrc 1 a 1 J I 

- attitude toward ench ndvortl^fod product; 

- indention to^uy each advertised product* 

The free recall resulti are reported flrat* 
^^^Poaltlve and Nega tive Qplni ona a bout Products a nd Commercials . For each of the 
^prgorlra of opinion statement -(poult lve opinion about t'hs product or com- 
mercial; negative opinion about the product or commercial), two analyses of/ 
variance were pen-formed. Similar to the Analysis of tha memory results, one 
analysis, of variance waa a three-way (Global Involvement x Local Involvement * 
Seen Prugrama), and the °tty»r^ was a four-way (Global Involvement x Video 
Complexity x Audio Complexity x Soon Programs). 

Only one category (poaltlve opinions about the commercial) showed signifi- 
cant anova effecta at the .05 level* Aa shown In Figure 7, audio complexity and 
video Complexity Interacted. It appeared that video complexity affected posi- 
tive attitudes towards the commercial only when the commercials are also audio 
almple. T^re wsa alao a rather complicated three-way Interaction between glo- 
bal Involvement, video cunplexlty, and having aeen the program before. Video 

almple commercials were better liked when embedded In a globally low Involving 

a> 

program. Finally, there was a main effect for audio complexity* Audio simple 
Commercials were better liked (x - .169) than audio complex mesaagea (7 - .093)* 



Insert Figure 7 about here 



Since pttfother categories did not reveal any significant findings, hypothe- 
ala 6 was not supported* 



is 
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Because aubjecte frequently did not provide attitude ratlnga for some coir- 
merclals, the second measurement (Including a behavioral Intention measure) had 
to be limited to a one-way analysis of variance, Measuring the effect of global 
Involvements None of the analyses showed significant effects, and hence no 
aupport waa evldencad for Hypotheses 6, 7, or 8* 

Dl scu s slon ^ 

Tha pqrpoae of thla atudy waa to Investigate the effects of local and global 
Involvement l n program contest and the effecta of mossafce complexity on the pro- 
ceaalng of commercials. ConSlatant with previous research, recall of commer- 
clala waa iower whan thay occurred In globally high- Involving programming. The 
effecta on recognition of producta end brands advertised were mixed. It aeena 
likely th*t the recognition measure* failed to ahow consistent effects of global 
program Involvement because of the nature^of the recognition task Itself. The 
additional ciiii available ln the task may have had auch a strong effect on the 
acceaslng of memory for commercials that the program effects were masked. 

In addition )o program Involvement effecta at a globnl level, the present 
atudy showed that local high Involvement also weakened memory for the commer- 
ctsla. Unfortunately, thees reaulta must he tempered by the fact ttfat a 
manipulation check did not discriminate between locally high and low- Involving 
aegmenta of low-Involving programs. One possible reason Is that the local 
Involvement commercial placement baaed on Intuition was not exsct enough. A 
more precise measure, aa for Instance a mtmite-to-mlnute assessment of local 
Involvement la recommended for future research. 

Under tha Initial esaumptlon that viewers would spend the time during com- 
mercials continuing to process high- Involving programs, It was predicted that 
audio and video complex commercials would be remembered significantly less well 
than almple ones. Contrary to predictions, however, audio complex commorclsls 
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vers recalled bettmj^thsn nod In afwple ones, and this effect wasgtven stronger 
for commercials that Video complex. Thla result argues against. the 

notion thut memory drtiyttn shown in hirfh-lnvolvement programming result from 
viewers processing programming rather thsn comae rc tsls . If viewers recognise 
end respond to the need for more cognitive processing of audio complex commer- 
cisls, they may lay down s stronger memor-y trace that Is lass Interfered with by 
processing of subsequent progr amml ng. Such an Interpretation lends credence to 
a retroactive Inhibit Ion ^Bryant * Comlsky, 1978) notion of program context 
effects. Under this model, procoastng high Involvement materials subsequently 
to processing commercials dsmagea otherwise normal memory trscms of the commer- 
cials. Although follow-up studies are needed to verify the direction of commer- 
cial complexity effects, the present results c^s^ significant dojibt on the 
"residual processing of Involving programs'* idea* 

In addition to rocal 1 snd recognition scores, the effect of programming con*- [ 
text was measured by attttudtnal snd purchase Intention scores. Neither measure 
showed main effects for program Involvement. Falling to find Involvement effects 
on attitude scores Is consistent with most previous studies* This consistent 
result srgues sgslnst the serond assumption made here, namely that viewers are 
more Irritated l>y commercial Interruptions during htgh-lnvol vement program*. It 
Is possible, Inatesd, thst s commerctsl break In e high-Involving program provides \ 
a feeling of "relief* 4 — allowing the viewer to relsx and enjoy a bresk. Or 
perhaps even more likely, given the lack of differences In attitudes between 
high-and low-Involving programming, American viewers are so accustomed to com- 
mercial Interruptions that there are no attttudtnal shifts at ell. ) 
In general, thla study hss provided some new Insights In the effects of 

i 

locsl and glohsl Involvement In television programs, as well as In the effects * 
of message complexity on procesatng commercials* furthermore, this experiment 
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is valuable In that, ilhltke previous studies, the design Involved anmpling both 
programs and commercials. It counterbalanced tlio occurrence of the commercials 
in the progress, and finally, tt verified subjects* Involvement levels in t,he 
programs, rather than relying on experimenter Intuitions about then. 

Finally, It la Important to conaldcr what the Implications of this study are 
for the advertising practitioner. Although the results are rnthcr complex, it 
appears that if memory for sjessage content is a major goal of the advertiser, 
audience cone id* rat tone aside, commercials placed lna low-involving context 
seems sdvlssble. 
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FIGURE 1 
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on Rcc^J^of Product Category and Brand Name 
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FIGURE 2 

Effects of Globel and Local -involvement on Recognition 

of Product Category and Btuttd Name 
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Positioning ANOVA Result n 
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FIGURE 3 



Clf«ctt of Global lnvolvt.tnt #nd Co-tatrcUl 
Co»pUilty on Mcall of froduct Ctttfory 
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FIGURE J 
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